Abstract
Introduction
The Council of the EU has concluded that learning mobility, particularly in higher education, is a key priority to overcome the recent recession and to contribute to the achievement of the objectives set out in the Lisbon Strategy by helping build a knowledgeintensive society. Learning mobility can strengthen the professional and personal development of young people and make education institutions more open, more international, more accessible and more efficient. Rather than being the exception, learning mobility should become a natural feature of European studies. There is clear consensus in support of the objective of expanding mobility opportunities for young people; the question now is how to boost these opportunities best.
There have been many research studies on the topic of exchange programmes, frequently concentrating on analysing the impacts of learning mobility. Keogh and Russel-Roberts (2009) proved that mobility leads to a diffusion of knowledge and skills between countries. The study titled The impact of Erasmus on European higher education (2008) explored the impact of the Erasmus programme on quality improvements in European higher education in teaching, research and student services with a focus on the institutional and system level. Bracht et al. (2006) within the VALERA project (Value of Erasmus mobility) established the impact of mobility on mobile students and teachers' careers. Meanwhile, Teichler (2004) grouped and reconsidered information from several long-term research studies on the impacts of the Erasmus programme in order to report on students' choices and their lives abroad.
Several studies have concluded that learning mobility should be better promoted. The aim of this paper is thus to analyse a student's decision-making process in case of exchange programmes in order to better understand the demand side and, ultimately, design effective communications for a university. The focus is on supporting incoming student mobility. The analysis concentrates specifically on the situation in the Faculty of Economics, VŠB -Technical University of Ostrava; however, some of its conclusions can be applied to universities in general. This paper takes into consideration the short-term (3-12 months) transnational mobility of students in higher education for studies (not placements) usually carried out under programmes such as Erasmus, CEEPUS and others.
In this paper, the current situation, the aims of the EU and the expected future trends in student mobility are described. Then, the methodology of eight individual surveys carried out for the purpose of this analysis and the research results are presented. Finally, we describe the implications of designing marketing communications for a university and draw conclusions.
Background
The character of the development of European education has been shaped by the Lisbon Strategy and the Bologna Process. The objective of the Lisbon Strategy is to make the EU the world's most competitive and dynamic knowledge-based economy in the world, capable of sustaining growth with more and better jobs and greater social cohesion. The goals of the Lisbon Strategy and their implications for higher education are closely linked with the objectives of the Bologna Process and the drive to create a European Higher Education Area.
1
The overall basis for European cooperation in education and training is set out in the strategic framework for European cooperation in education and training ('ET 2020') The impact of Erasmus on European higher education (2008) further stated that a beneficial impact of Erasmus at an institutional level has been seen in a number of areas. These areas include the establishment of further development of institutional internalisation strategies, improvement of the international visibility and attractiveness of institutions, quality improvement in teaching and learning, increase in the participation of international projects and quality improvement in student services. In addition, the level of international mobility and internalisation is one criterion of a new system for funding public higher education institutions in the Czech Republic.
2 For example, the number of incoming and outgoing students under mobility programmes such as Erasmus and others is evaluated. 
Methods
In order to analyse a student's decision-making process in case of exchange programmes, eight individual surveys were carried out (see Table 1 ). The surveys called Erasmus-EkF were most significant for the analysis and the other ones played a rather complementary role.
The aim of the Ex-Erasmus research was to learn how study stays at the Faculty of Economics, VŠB -Technical University of Ostrava are perceived in order to identify strengths and weaknesses, and associations with the city of Ostrava and the Czech Republic. In addition, it examined how students had made the decision to stay abroad including the information sources consulted. Regarding the Ex-Erasmus CZ survey, Belgian students who studied the Czech language and who were obliged to spend their exchange stay in the Czech Republic were interviewed. The Erasmus surveys aimed at analysing the behaviour of exchange students as a specific group of consumers. The research focused on identifying, for example, the reasons for choosing a particular destination, decision criteria, information sources and so on. The second aim was to analyse attitudes towards the Czech Republic and possible barriers why students do not consider the Czech Republic as a destination to study abroad. Questionnaire testing called Erasmus Gent was carried out among international students in Gent from May to June 2009. The sample was made up of 27 students from different countries that were studying in different fields. Regarding the Erasmus EUR5 survey, students of the Faculty of Economics, VŠB -Technical University of Ostrava, who were at that time abroad on their exchange stays, were asked to arrange for fellow Erasmus students to complete questionnaires (maximum of eight questionnaires each). In total, 35 students in 11 countries and 13 cities were contacted in November 2009 with the aim of obtaining 115 respondents in total. Finally, 30 respondents (26%) from five countries -Germany (10), Spain (8), Belgium (7), Finland (4) and Ireland (1) -participated. For this reason, namely the lack of representativeness of the research, it was found that this particular research did not meet its goals and only the part concerning the Czech Republic was actually used.
The most important research for this paper, namely the Erasmus EkF surveys, was carried out from October to November 2009 and in April 2010. It was based on questionnaire testing with the aim of analysing decision-making process concerning exchange programmes of international students at the Faculty of Economics, VŠB -Technical University of Ostrava in the 2009/2010 academic year. The sample was made up of 39 out of 81 exchange students (47%): 35 (63%) in the winter semester and four (15%) in the summer semester.
The aim of the Coordinator research was to make use of coordinators' knowledge of their potential outgoing students' decision-making processes as well as their preferences, needs and expectations in order to identify possible barriers and the highlights of spending an exchange stay at the Faculty of Economics, VŠB -Technical University of Ostrava. Within the Coordinator Gent survey, three coordinators of Hogeschool Gent were individually interviewed from April to June 2009. With regard to the Coordinator partner questionnaire testing, the questionnaire was sent by email to 61 partner higher education institutions of the Faculty of Economics, VŠB -Technical University of Ostrava. The sample consisted of 28 coordinators from 27 universities (44%). This survey was held in May 2010.
A Student's Decision-Making Process
Consumer research helps develop strategies for market segmentation, targeting and positioning, and make decisions about marketing communications and other components of the marketing mix (Hoyer and MacInnis, 2010) . Based on general definitions of consumer behaviour (Hoyer and MacInnis, 2010; Kardes et al., 2011) exchange student behaviour entails all student activities associated with the acquisition, consumption and disposition of an exchange study stay abroad, including the student's emotional, mental and behavioural responses that precede, determine or follow these activities. Hoyer and MacInnis (2010) explained that consumer behaviour encompasses four domains: (1) the psychological core, (2) the process of making decisions, (3) the consumer's culture and (4) consumer behaviour outcomes. The present paper concentrates on analysing a student's decision-making process in case of exchange programmes and attempts to identify the motives and sought benefits of studying abroad, the role of information sources and attitudes towards the Czech Republic and the Faculty of Economics, VŠB -Technical University of Ostrava. This is to help determine communications strategies and objectives, creative strategies, the selection of communications channels and tools.
The research findings are presented and structured according to the decision process (Figure 1) . With regard to the character of the decision about where to study abroad and the purpose of this analysis, the two phases of the process -Evaluation of alternatives and Purchase decision -were analysed together. The decision about where to study abroad is individual and differs in every situation but it generally is long-term, complex and usually requires high involvement because the implications of the decision are personally and financially significant and concern a longer period of time. 
Need recognition
A number of needs and wants motivate young people to carry out an exchange stay abroad. The benefits are perceived individually and at different levels of intensity. Based on studies, the Commission of the European Communities (2009) 
Information search
Kotler and Armstrong (2010) stated that most information is received by commercial sources but the most effective sources tend to be personal. The Committee of the Regions (2010) and the Commission of the European Communities (2009) also found that personal sources (teachers, trainers, youth workers, managers and former participants in mobility schemes) were crucial in promoting mobility. The findings of present surveys (Erasmus EkF) confirmed their significance in effecting the decision on the destination of an exchange stay abroad.
According to the research findings (Erasmus EkF), different sources of information may be more significant in different stages of the decision process (see Figure 2 ). In Figure 2 , it is clear that more than half of respondents found out about the possibility of going to VŠB -Technical University of Ostrava from personal sources, namely their coordinators recommended they go there or they heard from friends that it is a good place to go. Over half (54%) of respondents spontaneously indicated the Internet as the most important source of information. Two-thirds stated that their decisions to spend their exchange stays at VŠB -Technical University of Ostrava were mainly affected by information from personal and internal sources. However, there is an assumption that this may vary for different institutions in different countries according to their attractiveness and reputation. Attractive destinations may not necessarily need their potential students to be persuaded by the 'personal' factor. For example, in the case of Gent (Erasmus Gent survey), respondents stated that they decided to go to Belgium after reading information about the country (13; 48%), after people around them convinced them that Belgium was the right place to go (9; 33%), after the place itself impressed them (5; 19%) or that Belgium was the country where they always wanted to go (3; 11%). Respondents cited all the concrete information sources they used for finding information. The host institution website was the most frequently visited, unless this source was indicated as the second least important (Table 2) . Furthermore, no respondents named any of the tools developed by the EU such as Ploteus, which is a portal that helps students find out information about studying in Europe. Moreover, according to Sobková (2010) , emotional rather than rational aspects affect the decision of where to study abroad.
Alternatives evaluation and purchase decision
The research findings (Erasmus EkF) revealed that the two main reasons why respondents had chosen VŠB -Technical University of Ostrava were at the same time indicated as the highlights of studying at this university and belonged to the best evaluated characteristics of an exchange stay here. These were namely the low cost of living and the good position of the Czech Republic for travelling.
For the purpose of the research (Erasmus EkF) we suggested the several possible ways of making a decision on the destination of an exchange stay abroad (see Table 3 ). Respondents who had not had any particular place were to go evaluated the Czech Republic as the best destination for an exchange stay. By contrast, the Czech Republic obtained only an average assessment from those who had wanted to go just to the Czech Republic. Furthermore, respondents who chose the Faculty of Economics, VŠB -Technical University of Ostrava evaluated the Czech Republic as a destination of an exchange stay almost the same as did respondents who decided to spend their study periods abroad in a different country (average mark: Erasmus EkF -2.42; Erasmus Gent -2.78; Erasmus EUR5 -2.96; 1 is the best, 5 is the worst).
The possible correlation between the approach to decision-making and the role of individual information sources was also shown (see Table 3 ), which could help understand the decision process and the role of information sources in communications strategy. However, the sample of respondents was too small and only exchange students at the Faculty of Economics, VŠB -Technical University of Ostrava in the 2009/2010 academic year were included in the research. Therefore, to verify the general validity of this concept, broader, long-term research would be necessary.
In the next step, respondents chose and ranked the four most important decision-making criteria for studying abroad from a list according to their importance. The most important factor was given four points, the second most important three points, the third most important two points and the fourth most important one point (Table 4) . Table 4 also distinguishes between students who decided on the Faculty of Economics, VŠB -Technical University of Ostrava and those who decided to spend their exchange stays somewhere else. The differences lie in the cost of living and character of the country criteria. However, The share of Erasmus students of all international students at the Faculty of Economics, VŠB -Technical University of Ostrava in 1998-2010 makes up on average about 75%. Teichler (2004) stated that only 2% of Erasmus students surveyed around 1990 and in the late 1990s said that they had been dissatisfied. In terms of the character of an exchange stay abroad, the conditions of the Erasmus programme and the share of exchange students without previous experience of a study stay abroad, overall dissatisfaction may be less likely to occur. Therefore, the findings concerning satisfaction with individual services that make up an exchange stay as a bundle of services should be rather used for evaluating and managing the offer of a university compared with general satisfaction.
Implications and Conclusion
A student behaviour analysis in the exchange programmes market is a study for a longer period of time. The aim of this paper was to help explain a student's decision-making process in case of exchange programmes. There is still a need for further analysis to better understand student behaviour in order for universities to design effective marketing strategies in the increasingly competitive education environment and with regard to the rising significance of learning mobility.
Developing a communications and creative strategy should take into account the following research findings. Learning mobility has academic, cultural, linguistic and professional benefits combined with an interesting extracurricular life during the period spent abroad (Teichler, 2004) . Despite all the proven benefits, they may not be sufficiently understood among young people (Commission of the European Communities, 2009) and also individual responsibility and initiative is emphasised (Committee of the Regions, 2010).
To design effective communications, information sources should be used according to the roles they actually play in the decision process. The Committee of the Regions (2010) and Commission of the European Communities (2009) found that personal sourcesteachers, trainers, youth workers, managers and former participants in mobility schemes -are crucial in promoting mobility. There is an assumption that for different universities, according to their attractiveness and so-called obviousness as a destination of a study stay abroad, the significance and role of various information sources may differ. Attractive destinations may not necessarily need their potential incoming students to be persuaded by personal factors. In the case of the Faculty of Economics, VŠB -Technical University of Ostrava, personal sources tend to be the main source of primary information and have the biggest influence on the decision itself. However, its website, the most frequently used source of information, is according to the research findings of less importance. In addition, the significance and role of information sources may also differ according to the student's situation and the way of making a decision on where to study abroad. Respondents that had decided to spend their exchange stays in the Czech Republic in the way that they chose it from consideration set of possible destinations, indicated spontaneously the Internet as the most important source of information and personal sources as the most influential on the decision itself. Whereas respondents that had no desired destination in mind found personal sources to be the most important information source.
Based on this preliminary research, the Faculty of Economics, VŠB -Technical University of Ostrava could thus target its marketing and communications activities towards the segment of students that seeks a lower cost of living and good position for travelling. These factors were evaluated by respondents as the most important criteria when making a decision on an exchange stay. Moreover, these factors were also found as the highlights of spending an exchange stay at the Faculty of Economics, VŠB -Technical University of Ostrava.
In terms of the character of an exchange study stay abroad, the conditions of Erasmus programme and the share of exchange students without previous experience with a study stay abroad, overall dissatisfaction may be less likely to occur. Therefore, analysing the performances of individual services can assist in managing a university offering in terms of its quality, satisfaction of current exchange students as a source of references for potential future students, competitiveness in the international higher education market and meeting the aims of learning mobility.
Finally, when planning and implementing a marketing communications strategy, the view of the demand side should be taken into consideration in order to design effective solutions, but the social responsibility of the higher education institution must be addressed as well.
